Abstract-At the end of 2015, UNESCO has announced the designation of Bandung as one of the city who joined UNESCO Creative Cities Network (UCCN). This recognition not only offers credibility and global recognition for the city but also makes Bandung facing a potential benefit which comes with the acknowledgment. The most important point after receiving the award is how the city chooses to use the award to enhance their brand image. Nonetheless, the creativeness of the city still became a magnet for tourist to visit Bandung. Culinary, music, fashion, and architecture of Bandung, become the various attraction which worth a visit. But after the recognition of Bandung as one of the UCCN in the design field, how will the tourism stakeholders perceive this achievement and use it for the tourism sector? This study aims to construct how is the perception of the tourism stakeholders in the city of Bandung, after its recognition as a creative city.
I. INTRODUCTION
Bandung is the capital city of West Java, the most densely populated province in Indonesia. Located 768 meter above sea level, Bandung has become favorite resort city for more than 100 years ago due to its cool climate. The fact that Bandung located on the main route that was built by Dutch colonial, the grotepostweg which connect the west and east part of Java island, Bandung also become one of the stopover places for people who are travel. The accessibility factor indeed made the people from Jakarta, the capital city of Indonesia which only lies about 150 KM from Bandung, visits Bandung on their weekend getaway nowadays. Bandung also has developed as a "big" city despite its small area of 168 km2, and become one of the most important cities for the political, economy, and social activity in Indonesia [1] .
Data from the official publication of "Bandung in Figures -2015" , shows that aside from being home of more than 2.4 million residents, the city also has to cater 5 million tourists per year (only 3.5% of them are international tourists). Creative industry has emerged to give service for both tourist and visitor. Reliable services should be provided by the city as a business service, infrastructure, education, public administration, personal and social services, and trading services [2] .
Being one of the main cities in Indonesia, Bandung was said to have the strong factor to become a creative city. Rahardjo in Maryunani & Mirzanti [3] stated that Bandung has assets on knowledge and human resources. Knowledge related to the abundant number of higher educational institutions. According to the official data from the government in Bandung [4] , there are 119 universities, academies, institutes, and colleges. As Bandung also quite small in term of area, the city doesn't have plenty of natural resources and it has to rely on their human capital resources to develop the city. Academic institutions and human resources can be said as the reason why Bandung was chosen as the pilot project of the creative city in Indonesia. The people of Bandung, especially its youth, involved in many creative-based activities.
In Bandung, since decades ago, other kind cultural industries have been growing and exposing the human creativity of Bandung. These industries are food, music, radio broadcasting, distribution outlets, clothing factory, also textiles and leather home industries. The things that started as natural trends activities now turns to flourish at the national and international market. This emphasizes the creative talent from Bandung. The government of Bandung seriously positioned them self as a service city and started to create plans to success that goal [5] .
In July 2007, the UK-East Asia Creative Cities Forum was held in Yokohama (Japan) to explore the theme of the "Creative City." On the event which was initiated by the British Council, Bandung was chosen to become the pilot project for the creative city in East Asia Creative Cities program [6] . On the Southeast Asian level, Bandung also initiated the Southeast Asian Creative Cities Network (SEACCN) together with George Town (Malaysia), Cebu (Philippines) and Chiang Mai (Thailand) in 2014. Bandung, together with Solo and Yogyakarta, was the founder of Indonesia Creative Cities Network (ICCN) in 2015. At the end of 2015, UCCN announced the designation of 47 cities from 33 countries, as new members. Bandung was chosen as one of the city who joined the category of design on this list (http://en.unesco.org).
The designation of Bandung as one of the UNESCO Creative Cities offers credibility and global recognition for the city. Bandung is also now facing a potential benefit which comes with the acknowledgment. Pearson & Pearson [7] , on their research on the branding of cities who got the UNESCO creative cities title, explain that the main benefits reported for the recipient city are the increased economic opportunities. This mostly caused mainly by the increase of the visitor's number or specific cultural events. But, added the most important point after receiving the award is how the city chooses to use the award to enhance their brand image.
II. LITERATURE REVIEW

A. What is creativity?
Creativity is undeniable and unavoidable on human lives. The gadget we use, the song we hear, the vehicle we ride, it is all the results of creative thinking. Simonton in Tan et al. [8] point that research on creativity has changed, by seeing it not as a process in the mind of a single individual, rather consider it to takes place in a social context. Chartrand in Richards & Wilson [9] argues that "creativity occurs when an individual steps beyond traditional ways of doing, knowing and making". Moreover, they suggest that creativity is more than just developing new ways of thinking and doing.
B. Creative city
Creativity pushed the rise of creative industries. It has become a major sector for economic development worldwide, increasing competitiveness, promoting innovation, but also creating new jobs. Knowledge and creativity are vast, powerful factors to drive economic growth. Research by Landry & Bianchini [10] and Landry [11] , stated that the concept of the 'creative city' grew out of 'cultural cluster' policies, fusing it with tourism, 'flagship projects' such as festivals, and a more general concern with city planning in the name of 'quality of life'.
The Creative City [10] seeks to inspire people to think, plan and act creatively in the city, as well as provide approaches methods to generate ideas that turn urban innovations into reality. Landry argues that cities are changing dramatically in ways that require a paradigm shift to solve urban problems, and human creativity as a major urban resource will allow us to address these problems in new ways while creating livable, vibrant and attractive cities. Moreover, Landry [11] listed some conditions for a city to be called creative. These factors are important to allow for creative thoughts, based on personal and collective factors. Each of the listed factors is not a must have, but the city will operate at its best when all are presented. 
C. UNESCO Creative Cities Network
The network is open for any cities who wish to join, by submitting the application containing information needed about the city and its close relation to one of the thematic network. The applying cities should describe they're economical, social, and cultural context; an overview of the city's chosen field; and a description of the city's cultural offerings in the same field. Later on, the country's national commission for UNESCO will be called to give its opinion, before the application reviewed by a panel of experts. The panel then gives advice and recommendation for the final decision made by the Director-General of UNESCO. There are seven categories can be chosen by the cities depends on their preference for one of the creative industry sectors which they devote their talent and energy. Those categories are literature, cinema, music, crafts and folk art, design, gastronomy, and media arts.
UNESCO advised the applying cities to carefully consider some factors, such as Participative process involving relevant stakeholders and partners on the public and private sectors as well as civil society; forward-looking approach which contributes to the sustainable urban development of the city; inclusive, sustainable development on an economic, cultural, social, and environmental level; longstanding commitment on implementing the action plan, regularly reporting on their achievements and participating in the UCCN meetings; concrete action plan which the outcomes and impacts of those projects can be evaluated; exchanges and cooperation between member cities of the network; and set the action plan to be fit with the city's priorities as well as the UCCN's objectives. After the designation, joined cities should inform the progress they have made in the implementation of policies and activities, both locally and internationally, and send it to UNESCO.
D. Attraction of creativity
While creative tourism linked to culture, the cultural expressions as part of creativity will be unique and distinctive in one place with another. That's why there is no one-size-fits-all model that could be implemented for the development of creativity as an attraction. It is a combination of bottom-up and top-down approaches. The development of creativity in a city relies on the collective self-organization, active pioneers, strong civil society, and local government. In return, this will give benefits to the city, such as a positive stimulus for the creative economy, attractive tourist destination; also become part of image making and city branding. Creativity has adopted by cities or region to overtake growth, and furthermore to promote innovation and skill development [8] .
Creativity can be applied to tourism by developing new products or experiences; new forms of consumptions or new tourism spaces. Creative city, depend on how they brand it, can also become a tourist destination. This is what was called by Richards and Wilson [9] as "creative destination." By finding the synergy between the creative resources and the creative needs of visitors, the city can promote their tourism using creative strategies. Key attributes of a successful creative city include public space, design and showcasing, and the quality of the whole visitor experience [12] .
III. RESEARCH METHOD
The objective of the study is to analyze the perception of tourism stakeholders on branding Bandung as a creative city to tourist and their opinion in implementing it for tourism in Bandung. To fulfill the objectives, the research was applied qualitative methodology. First, initial research was done to get a brief view of the problem and research gap by doing a documentary review, literature review, and interview. After that, the research methodology will be designed to fit with the case study. On identifying the study area, the researcher will also identify the stakeholder groups with an interest in and relation to tourism, to become the respondents of the interview.
There are four major tourism stakeholders who were suggested by Goeldner and Ritchie [13] : tourists, residents, entrepreneurs, and government officials. Based on that and the research of Hardy [14] , four stakeholder groups were identified will be used on this research.
 Local people, who were defined as either living within or having ownership rights to land within the geographical study area, such as residents.
 Operators, who owned or managed tourism business within the geographical study area, such as tour guide, tour operator, hotel, tourism attraction operator, transportation company, and restaurant.
 Visitors to the study area, who were defined as those visiting the region, in this case, is the people from outside of Bandung, who spent overnight in the city, and  The regulator, who were defined as those who contributed to the management of the area, such as the Destination Marketing Organization, the local parliament, and city official. The interviewee or respondents chose by doing judgment sampling methods. Experts were selected to ensure the required information can be collected [15] . The sampling strategy was planned to ensure there are representative of a cross-section of the stakeholders. This should be done, so the opinion gathered can be generalized within the stakeholder group. For this research, groups of stakeholder were set based on the reference above and the current situation. A total of 20 interviews was done for this research. The primary data collection used the semistructured and in-depth interview with open-ended questions to allow probing to get deeper information. The analysis of results then was organized into thematic categories produced from the narrative data that has been collected. The patterns will be searched from the data, understand phenomena and compare in different settings [16] .
IV. RESULTS AND DISCUSSION
Although having not much nature attraction, Bandung was gifted by its location. The relatively near distance from Jakarta as the biggest market with strong purchasing power, give lots of benefits. Most of the respondents from a different group of stakeholders agree that the tourism in Bandung is getting better in terms of the emergence of new touristic places, both for the local's leisure and also for the tourists. Bandung also becomes the hub for tourists visiting the surrounding areas. A tourist, who is also a teacher bringing his school group, said that he likes to go to Bandung, because there is always something new in Bandung, including to visits some of the tourist attraction just outside of Bandung. The head of the commission for economy and finance in Bandung's Parliament stated that the target of tourists coming to Bandung now reach seven million visitors per year.
Besides the man-made attraction such as the thematic parks and public spaces creates by the government, there is some initiative that comes from the local itself. For example the Cibunut colorful neighborhood, where the society actually just want to make a better environment for themselves by painting walls around their place. Now that neighborhood also becomes an alternative to tourist attraction. This is one example of a creative city, where the city creates an opportunity for people to participate in solving their problems together. Community-Based tourism can be a way to highlight Bandung as a creative city because it let tourists have direct contact with the locals, as suggested by the interviewee from the tour guide. Saung Angklung Udjo is one good example of how creativity makes a traditional culture become a favorite tourist destination, based on community empowerment. This is one of the most well-publicize tourist destinations in Bandung.
The designation of Bandung as part of UNESCO Creative Cities Network is a something that can be proud by the locals or other stakeholders. Bandung deserves to be called a creative city, since the rise of creative industries after the monetary crisis. The creative industries become known as one of the attractions for the tourists visiting Bandung. Ironically, some of the stakeholders don't really know what a creative city is. Some government officials that were interviewed, only assumed that creative city is a smart city related to technologies. The role of government is very important in making the policy to support Bandung as a creative city. The leadership of Ridwan Kamil as the mayor seen as one of the factors by some locals. But it is also important to have the same vision of all government bodies, so they can still working this policy although leadership has changed, and become more sustainable. This is what was criticized by the government by other stakeholders.
Nevertheless, after Bandung become part of the UCCN, there is also a responsibility to develop the quality of the city to be more known internationally. That will be responsible for all the stakeholders to work together for it. The networks that Bandung have now with other creative cities should be used to learn. On the other hand, the city also has to anticipate the popularity and the chance of the increasing number of tourists. An example that already complained by the locals is the lack of parking spots to accommodate visitors until they have to park on the road and create a traffic jam. While from the tourism industry they complained about the abundant number of hotels in Bandung. This creates unhealthy price war among hotels and makes the price getting lower because the rising number of the hotels is not balanced with the number of tourists. The occupancy rate reaches 45% nowadays while it can be as high as 70-80% before. In the tourism industry itself, there is some confusion about what should they do or what they can do to after Bandung become part of the UCCN. There is no clear guidance on what's next in the tourism strategy. Even the program to establish a thematic public park dedicated to UCCN in Bandung have not been build, as promised on the designation.
Being creative means also to create something new. But luckily there are concerns from the stakeholders to keep their local identity to be offered as the uniqueness of Bandung. While in infrastructure the new development of tourist attractions should also concern the zonal and spacial issues. The crowd should be spread, so it is more comfortable for everyone, both tourists and locals. As a critic, the Cihampelas skywalk project was rated a blunder by some stakeholders. The concept was seen as a good thing, but when it was built in Cihampelas, some people say it dispel the uniqueness of this famous street which is the view of the big trees. Now it the visitors cannot see the trees if they are driving past the area that is famous as a shopping paradise. Good ideas should be followed by good implementation. After getting into the UCCN, the stakeholders also have to anticipate the expectation of the tourists for Bandung as a creative city.
Creativity also concerns about originality. There is a case of Rabbittown, a new attraction in Bandung which was accused of plagiarism on their artworks. Stakeholders from tourist attraction operator firmly stated that we shouldn't say we are creative if we still copying things from someone else or somewhere else. So all the stakeholders should be very careful about implementing new things in Bandung that inspired from other tourist destination because it can ruin the image of Bandung as Creative city.
The establishment of Bandung Creative Hub (BCH) is regarded as an important step after Bandung become UCCN. BCH while also becoming the place for the youth to do activities and express their creativity, it also can become a new tourist attraction. The unique shape of the building will be easily recognized among the surroundings. This place also under a newly created department at the Tourism Board of Bandung to exhibit the creativity of the locals. The 16 sub-sectors of the creative economy set up by the Indonesian government tried to be accommodated here. The head of BCH said that it is expected that these sub-sectors can also become a tourism commodity. There is also a must to develop new ways and strategy to promote Bandung as a creative city to the potential tourists. As mentioned by the stakeholder from the tour guide, fewer people are buying a package from a travel agent. They are rather doing independent travel based on the information they get from the internet. So far, the publicity of Bandung as a Creative City might only reach domestic tourists rather than international tourists. This is confirmed by the Bandung airport administrator, as the number of domestic tourists entering Bandung is increasing, while the international tourists are decreasing. It was also complained by the tourism industries that they are not been much involved in tourism promotion. Furthermore, they think the government didn't promote much of the tourism in Bandung. It can happen because of they already happy with the number, or they are worried about the caring capacity of Bandung on handling visitors. At least for now, Bandung is also receiving many representatives from other cities for comparative study. One of the thing that other cities want to know is about Bandung as a creative city.
Good coordination between stakeholders, especially from the operator and government should be strengthened. An event should not just become an individual project but should also support the brand image of Bandung. The tourism board of Bandung still facing difficulties to make an annual calendar event. The Board of Creative Economy in Bandung realized that the UCCN is a marketable branding to be used to attract tourists.
V. CONCLUSION
Although Bandung recognized by UCCN as a creative city in the Design fields, the city also famous for its gastronomy sector. The registration for the UCCN however, was initiated by Bandung Creative City Forum and supported by the local government at that time which agreed to nominate Bandung in the design field. But there are still different understanding of what creative city is and what could be done with it. After becoming part of the UCCN in 2015, there might not be a direct impact to the tourism in Bandung. But there are two things that could be done by the tourism stakeholders to promote Bandung as a creative city and a tourist destination: improvements and promotions.
Firstly, the improvements related to the internal sector. All the stakeholders have to have the same view on what is creative city and what they want to achieve in the future. This is important to ensure the sustainability of the creative city despite the changes in the leadership. The government also have to make and distribute information about the guidelines of Bandung as a creative city on the line of tourism to all stakeholders. As Richards and Raymond [17] pointed out that tourism can be improved by creativity because creativity can create value more easily because of its scarcity and give them a competitive advantage compared to other destinations. The creative city should be able to create product diversification to be offered to tourists.
Secondly, an accurate promotion strategy for potential tourists to create an awareness of Bandung as a creative city. The stakeholders should work together on preparing information for the tourists. Brand images create a unique position for the destination in the eyes of a designated traveler, by presenting either tangible (such as culture, product, etc.) or intangible features (such as friendly, fun, etc.). The summed features were combined to shape the holistic brand image of the destination. As a member of UCCN, Bandung can promote their tourism to the network, since every city have a chance to do exhibitions, seminars, classes, contests, publications or media campaigns [18] .
Both points are related to each other as what Walker [19] in her research raised about the role of stakeholders. The tourism stakeholders have to ensure the congruency between the images of the destination with the tourist's experience. The stakeholders itself should believe in the images that are shown as the tourism brand because the original images will be noticeably by the tourists.
